The objective of this study is to examine and interpret the brand attitudes of the coaches and referees who take part in contests actively in our country and were included in the 2017 season activity schedule of Turkish Taekwondo Federation and who attended the Coaches and Referees Improvement Seminar held in Antalya on December 11-19, 2017. The study group consists of 346 coaches and referees who took part in the mentioned improvement seminar in the 2017 season. In the study conducted on the basis of the survey model, Brand Attitude Questionnaire developed by Polat (2007) was used. In the evaluation of the data and in finding the calculated values, SPSS 16,0 statistics package program was used. Data were summarized by providing the percentages, averages, and standard deviations. As the data were distributed normally, an independent group t test was used for the double group comparisons and One-way Variance Analysis (ANOVA) was used for the multiple group comparisons. Upon the conclusion of the ANOVA study, Tukey HSD multiple comparison test was used to determine the source of the significant differences. In the scope of this study, the scale reliability coefficient was calculated as 0.89. In the study, the significance level was taken as 0.05. In conclusion of the study, and upon the scrutiny of the Brand Attitude Questionnaire point averages of the referees and coaches participating in the study as per the variables of gender, economic level, and sportive experience period, no statistically significant level of differentiation was observed in all the subcategories, while statistically significant differences were found in some subcategories according to the variables of age and marital status.
INTRODUCTION
The pace of technological developments, change and improvement of the communication tools, differentiation in the lists of needs, increasing conditions of competition, and struggle of enterprises to grab a larger share on the market caused firms to know their customers better and focus on their needs more, which gave a birth to different marketing strategies (6) .
Creation of a marketing strategy has become vital for firms for sustaining their relations with their customers toward increasing their market shares. Brand is a concept with high importance for strengthening the ties between a firm and customers. The image that might bring along by a brand that is sturdily formed appears to us as a significant commercial element in impressing customers, starting from each phase of production throughout any stage until advertising (5) . A brand is a name, a shape or a combination of them that determines the identity of the commodities of producers or sellers and that distinguishes them from those of the competitors (2) . A brand is much more than a name or shape that has been put into service. In fact, brands reflect the expectations and emotions of the consumers with their position and the products they represent. In summary, brands are the assets that gain a foothold in the minds of the consumers (4).
In many recent scientific studies, it was demonstrated that a brand is one of the most significant assets of a firm to maintain its commercial presence. A brand has a significant role in distinguishing the products of a firm and in the placement of that firm in the perception of the target group (customer). Brands also assume significant tasks in the establishment of a relation between a firm and customers and in rendering such relations sustainable. Constant increase of the costs of raw material, workmanship, logistics, and advertisement makes it difficult to occupy a position on markets (1) . A brand appears to be the easiest way of ensuring that a product takes a place in the mind of a consumer and have a grip on the market (3).
Sports considered an alternative in making well use of spare times have expanded along large masses in parallel with the development of technology and, as a result, they became a service sector whose economical qualities come to the foreground. The persons and organizations within the sector in question changed in the course of time and clubs turned into enterprises and supporters and viewers into consumers (9) .
Sports that became one of the substantial areas of interests of large groups of people have a market that has approximately 200-billion-dollar value per annum in the US, in the areas ranging from sponsorship to betting, from advertisement to licensed products, on industrial basis (8) .
Increasing competition in the sports market make it mandatory for firms to apply market separation and determine the markets that suit their brands. Following the determination of the target market, positioning of the brand has separate importance for the firms because the brand value takes place upon the implementations of brand positioning and strategies and a brand loyalty is created in the target group (7).
Easier expansion of sports within the society and interests of the society in them due to numerous factors they accommodate caused brands to pay attention to them. Today, brands reach the consumers easily even in opposite parts of the world by means of sports. This situation pushed sportspeople toward living with brands in the form of a whole. In this context, when sportspeople are considered as a consumer group, question marks regarding how the attitudes about brands take place and the impact of such attitudes on the purchase behavior have appeared (Polat 2007) . In this study, an attempt was made to examine and interpret the brand attitudes of the coaches and referees who take part with different qualifications in sportive contests actively in our country and were included in the 2017 season activity schedule of Turkish Taekwondo Federation and who attended the Coaches and Referees Improvement Seminar held in Antalya on December 11-19, 2017.
MATERIALS & METHODS
In the study conducted on the basis of the survey model, Brand Attitude Questionnaire developed by Polat (2007) was used (2007) . The questionnaire in question consists of 20 articles and contains six subscales. They are Brand and Advertisement, Identification with Brand, Attaching Importance to Brand, Brand Preference, Brand Origin, and Brand and Social Relations. Each subscale consists of various number of articles. In addition, while the data were complied via the Brand Attitude Questionnaire, some personal information of the individuals participating in the study was also collected. It is age, gender, marital status, sportive experience period, and income status.
The study group consists of 346 coaches and referees who took part in our country and were included in the 2017 season activity schedule of Turkish Taekwondo Federation and who attended the Coaches and Referees Improvement Seminar held in Antalya on December 11-19, 2017. Scale forms were disseminated by the researcher among the volunteer participants of the study by furnishing them with the required explanations, for them to answer. In the evaluation of the data and in finding the calculated values, SPSS 16,0 statistics package program was used. Data were summarized by providing the percentages, averages, and standard deviations. As the data were distributed normally, an independent group t test was used for the double group comparisons and One-way Variance Analysis (ANOVA) was used for the multiple group comparisons. Upon the conclusion of the ANOVA study, Tukey HSD multiple comparison test was used to determine the source of the significant differences. In the scope of this study, the scale reliability coefficient was calculated as 0.89. In the study, the significance level was taken as 0.05. The distribution of the coaches and referees participating in the study is explained in details in the above table. An examination of Table 2 demonstrates that a statistically significant difference was not determined in all the subcategories in the Gender variable of the coaches and referees participating in the study. An examination of Table 4 demonstrates that a statistically significant difference was determined in terms of the Age variable in the Brand Preference subcategory for the participants with the ages of 29-38 Years and participants with the ages of 49 Years and above in favor of the participants with the ages of 29-38 Years. In all other subcategories, no statistically significant difference was determined. An examination of Table 5 demonstrates that a statistically significant difference was not determined in all the subcategories in the Economic Status variable of the coaches and referees participating in the study. An examination of Table 6 demonstrates that a statistically significant difference was not determined in all the subcategories in the Sportive Experience Period variable of the coaches and referees participating in the study.
RESULTS

CONCLUSİON
In conclusion of the study, it was observed in view of the examination of the Brand Attitude Questionnaire point averages of the referees and coaches participating in the study according to the variables of gender, economic level, and sportive experience period, no differentiation at a statistically significant level took place in all the subcategories, while statistically significant differences were determined in some subcategories when it comes to the age and marital status variables.
As a result of the examination of the point averages according to the age variable, no significant difference was encountered in the Brand and Advertisement, Identification with Brand, Attaching Importance to Brand, Brand Origin, and Brand and Social Relations subcategories, while statistically significant difference was determined in the Brand Preference subcategory among the participants with the ages of 49 Years and above and 29-38 Years, in favor of the participants with the ages of 49 Years and above. It could be concluded for this status that the participants in the age range of 29-38 overlook brand preference as they choose accessibility and ease of use rather than preferring a specific brand due to their hectic workflow and the participants with the ages of 49 Years and above behave more sensitively in terms of brand preference than that of the other age group as they have experience or possibility of conducting a research in shopping regarding brand and similar quantities if they are assumed to be in the period of retirement or preretirement in consideration of the conditions of our country.
As a result of the scrutiny of the Brand Attitude Questionnaire point averages, statistically significant differences were determined in the Attaching Importance to Brand, Brand Preference, Brand Origin, and Brand and Social Relations subcategories, save for the Brand and Advertisement and Identification with Brand subcategories, in favor of the married participants. This status can be explained due to the fact that married individuals are more conscious and responsible; or, in other words, experience; in terms of choosing products during shopping compared to the single participants. In some product groups, the product knowledge of the single participants can be in lower levels than the married ones and this condition might be apparent in the evaluation of the product to be purchased in terms of health conditions or their preference in view of the pricebenefit balance efficiency.
In the study, attempt was made to scrutinize and construe Brand Attitudes of the referees and coaches participating in the study in the light of different variables. The scope of the study can be broadened with the inclusion of different sportspersons from different branches of sports. The concept of brand, whose importance is increasing day by day, will no doubt affect consumer behaviors at optimum level by maintaining its importance in the near future as well.
